This article analyzes the behavioural changes in groups of consumers and households on the market with individual commodities, based on the classifi cation of individual reasonable consumption. Consumers expressed the degree of infl uence in their decision-making on satisfying their needs through selected key marketing factors such as price, brand, quality, habits and experience, advertising, recommendation from friends and relatives, packaging, discounts, new items, and so on. The analysis sought to determine whether the changes in the economic situation in the Czech Republic have an impact on the degree of marketing instrument infl uence on consumer behavior and decision-making. To express the degree of infl uence 10 point opinion scale is used. Thanks to the investigation taking place in 2007 with 609 respondents and in 2013 with 516 respondents, it was possible, it was possible to deal with the search for evidence of diff erences in the importance of individual factors using the Wilcoxon test. In 2013, attention was also paid to the degree of infl uence of some marketing tools such as price, quality and discount events on consumer behavior and decision-making in selected groups of households created by diff erent income levels and diff erent level of education achieved by the head of the household. The infl uence is expressed by radial graphs.
INTRODUCTION
Today's consumer society displays many distinctive features: increasing consumer activities, the new phenomenon of recreational shopping, strongly location-based consumption, strengthening customers' role on the market, developing IT and its impact on consumer behavior in the form of broader and more varied selection and availability of products and services, and easier access to information from the supply and demand side both. The structure and function of the family has fundamentally changed. A number of social changes have taken place and the dynamic between household income and expenditures has signifi cantly changed as well, along with the structure of the expenditures. All these changes infl uence consumer behavior and decision-making. The theory of consumer behavior defi nes the factors that infl uence consumers, as well as the form and intensity such infl uence takes.
Developments in society lead to changes in the way individual factors act on consumers and how they aff ect consumer decision-making. There is an assumption that people o en buy products and services not for the primary purpose of meeting their needs, but for what the products mean to them, which takes on greater signifi cance in studying consumer behavior in developed countries. In other words, the role of the product goes beyond its actual performance (Solomon, 2004) . People do not make purchases based on the core product, but based on the expanded product that gives the customer some perceived added benefi t. In addition to the traditional concept of consumption as a means of meeting needs, it is becoming ever more necessary to acknowledge and respect four diff erent types of consumer activity: consumption as a means of meeting basic existential needs, consumption as an experience, consumption as a means of integration and consumption as a classifi cation.
Consumers are infl uenced not only by external factors operating at a particular time, but even their personalities are infl uenced over the long term by cultural, social and societal conditions in the community they live in. These factors operate long-term and work alongside the infl uence of the family unit to create the individual's personality, values profi le and lifestyle. Attempts to understand consumer behavior have led to the creation of numerous models for customer behavior, all of which represent a simplifi cation, suppression or over-emphasis on the infl uence of just a few factors operating on consumers. They o en overstate factors that act immediately or in the short term, namely economic factors and marketing instruments used. It is also easier to measure the eff ectiveness of these factors. In contrast, the signifi cance of cultural and psychological factors is not accounted for suffi ciently. A deep understanding of the impact of cultural factors leads to the conviction that culture represents values, opinions and attitudes that are homogenous for a group of people and passed on from generation to generation (Cateora et al., 2009) . Culture infl uences our everyday behavior and the priorities we choose and what we spend our money on. Culture determines how people act, their living conditions, what they wear, how they travel. Parents and educational institutions instill in children their own set of values, which the children then retain for their entire lives. A society's spiritual framework is built on its geography, historical development, ethnicity and religious affi liation, all of which in turn infl uence the people's needs and desires as well as the degree to and form in which they satisfy them. Culture does not always align with geopolitical borders. A knowledge of similarities in cultures and customs has led to defi ning cultural affi nity zones that help reveal similarities in consumer behavior as well. Cultural affi nity has such a major impact on consumer behavior that monitoring developments in consumer behavior during times of economic changes (growth, stagnation, crisis) proved that economic upheaval has only a short-term infl uence on consumer behavior (Turčínková et al., 2014) . This infl uence lasts a shorter time in economically thriving countries. External economic conditions make themselves felt in consumer behavior through disposable funds, refl ecting household income. The economic crisis and economic developments in individual EU member states had very diverse eff ects (Connelly, 2011) and the ways in which it showed up in consumer behavior were just as diverse. According to Stávková et al. (2008) , commodity that fi lls basic needs to survive represents important expenditure item in households' budget. The question is how it looks like a er the economic crisis. Skálová, Stávková (2012) state that in 2008 the changes were not so obvious and economic recession began to display in household consumption behavior in the following years. Ševela (2011) emphasizes that the growth relation is adapted for imperfect competition in the goods market.
This paper aims to understand how marketing instruments aff ect consumer behavior in times of economic changes. This understanding is possible because the authors have been addressing this issue since 2005 and can compare the results of inquiries performed in 2007 (a time of economic growth) and 2013 (a er a time of economic crisis).
METHODOLOGY
Consumer expenditures are classifi ed by purpose in accordance with the classifi cations created by the statistical offi ce of the European Union for the purposes of ensuring the transparency of the international comparisons from COICOP Classifi cation of Individual Consumption by Purpose. For the purposes of the inquiry, the commodity groups were as follows: food and non-alcoholic beverages, alcoholic beverages and tobacco, clothing and footwear, home furnishings and appliances, health, medicines and vitamins, transportation, postal services and telecommunications, recreation and culture, education, meals and accommodation, and other goods and services. In conjunction with these groups, factors were also defi ned that infl uence consumer decision-making in making purchases for individual commodity groups. The factors examined were as follows: habit and tradition, necessity, previous experience, recommendation from friends and family, recommendation from experts, characteristics and parameters of the product, quality, brand, price, discount, inspired by advertisement, desire to try new things, fashion trends, product design. The factors applied in the analysis diff er in three cases in the particular years monitored, as will be clear in the comparison table. Respondents gave their degree of infl uence by the above stated factors using a 10-point scale, with 1 being no infl uence and 10 being the most infl uence.
Questionnaires from 609 respondents were processed in 2007 and from 516 respondents in 2013, which served as the basis for this understanding of the infl uence of the above stated factors or the change in infl uence as respondents perceive it, and what signifi cance respondents assign to it in their decision-making.
The degree of infl uence for selected factors (price, quality, discounts) on consumer behavior and decision-making regarding meeting their needs is depicted using radar charts for select consumer groups created based on respondents' economic activity, education and income class.
Statistically signifi cant diff erences were tested using the p-value and Pearson's contingency 
RESULTS
2007, when the inquiry into the factors infl uencing decision-making in shopping took place, was a year of economic growth. A society's economic situation forms a signifi cant part of the external environment in which consumers make decisions on meeting their needs. It is expressed by GDP per capita, in [2007] [2008] [2009] [2010] [2011] [2012] [2013] . GDP values are given in the following Fig. 1 .
The legitimacy of the information stated in graph 1 can be seen in the diff ering economic situation in the individual years. The diff erent economic developments in society are then refl ected in the level of household income (the result of growing unemployment, lack of job opportunities, fear of the future, etc.) and the level of expenditures for individual commodities. This situation does not infl uence the consumer market long-term, since the results of analyzing consumer behavior in EU countries indicate that consumers look for ways of maintaining their standard of living, such as by entering the fi nancial market and taking advantage of off ers of loans, credit, etc.
The changing structure of expenditures for individual commodities is shown in Fig. 2 . Tab. II shows respondents' opinions on the signifi cance of the factors being monitored in meeting their needs for goods and services, as indicated by the inquiry in 2013.
This table shows that on almost all commodities, consumers make the decision on meeting their needs placing the highest emphasis on their own experiences and demanding quality. Other factors such as price and discounts come in third and fourth place respectively. Design plays an important role for consumers in commodities with a design aspect (clothing, footwear, household items). Recommendations from other people come into play in choosing holiday locations. Consumers do not admit to being infl uenced by advertisement.
The changing economic situation in society, decline in GDP, growing unemployment, and stagnating income had practically no eff ect on consumers' decision-making From the results shown in Tab. IV it is evident that the test has showed signifi cance in the case of quality, brand and price.
The inquiry in 2013 set out to determine whether signifi cant diff erences in opinion on the importance of individual factors would appear in individual groups of respondents. The sorting criteria were income level and education.
The results show that education has greater eff ect on the variability of evaluation of price, quality and discounts -compared to income.
From Fig. 3 and Fig. 4 it results that the above mentioned classifi cation characters for each group of respondents are not signifi cantly evident. Fig. 3 shows that all income groups for individual commodities, or more precisely their importance in relation to the price is almost the same.
From Fig. 4 it is clear that particular groups of households with higher income than 40 000 CZK consider quality to be important especially for services (restaurants and hotels, recreation and culture) and education. However, quality of those services is less important for lowincome households. The best compliance occurs in the evaluation of quality in healthcare services and medicines.
It is interesting that there is the signifi cance of diff erent levels of education in relation to price. People with primary education consider price to be very important in almost all cases. The evaluation of importance of price when buying individual commodities is nearly identical for people with secondary education and university education.
Tab. V provides the results of contingency analysis between the variables education and price. The results show that the eff ect of education on evaluation of price balances at the detection threshold.
Very interesting results are for relation between education and quality. The respondents with primary education vary from the other groups signifi cantly. Only in the case of medical services and medicines they are in mutual agreement. Noteworthy is the fi nding that quality of education 
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is irrelevant for the group of respondents with primary education, the same applies even for quality of transport and other services. Quality is an important parameter in purchasing decisions for respondents with a university degree.
Similarly to the case of price diff erences between levels of education, even in the evaluation of discounts for selected commodities respondents with primary education consider price to be very important. Only in one case it is irrelevant for them, in the case of educational services. In other groups signifi cant diff erences cannot be observed.
CONCLUSION
The results of the inquiries carried out made it possible to evaluate the signifi cance of how factors such as price, discounts, quality, habit and personal experience, recommendations from other people, design, brand, new items or advertisements act on consumer behavior and decision-making when meeting their needs expressed as commodities based on the classifi cation of individual reasonable consumption. In both years being observed, which were selected due to the economic stability in the Czech Republic in 2007 and 2013 preceded by a time of economic crisis with all the accompanying consequences such as unemployment, stagnating income, increasing income disparity and growing poverty. The results showed that the signifi cance and intensity of the infl uence of the factors on decision-making under review remain almost unchanged or very little changed under the infl uence of diff erent economic conditions. The results only show the shrinking infl uence of price, brand and packaging of commodities. The economic conditions being reviewed served to confi rm primarily the signifi cance of consumers' own experiences and quality of products. Price and packaging come into play a er these factors. Consumers rate the infl uence of the new factor of advertising as insignifi cant.
The results of the analysis pointed at diff erences in evaluation of price, quality and discounts for shopping decision-making process among diff erent groups of households generated by income situation and by level of education. Signifi cant diff erences in evaluation are refl ected by groups of households compiled by level of education.
The above stated conclusions are in line with the authors' opinions, as the authors place greater signifi cance on the infl uence on consumer behavior and decision-making from factors connected with long-term operation, the consumer's individual personality traits, cultural affi liation and geographic location, family upbringing, lifestyle and hierarchy of material and spiritual values. Economic upheaval only has a short-term impact on consumer behavior and marketing instruments and the degree to which they infl uence consumers remain almost unchanged. 
SUMMARY
The article was aimed at verifi cation of a fact whether consumers in times of great social change and economic turbulence alter their behavior and decisions to meet their needs. Commodity groups for the purposes of the investigation were food and non-alcoholic beverages, alcoholic beverages and tobacco, clothing and footwear, housing, household equipment, health, transport, recreation and culture, education, catering and hotel services and other goods and services. The audited factors of monitoring the degree of infl uence on consumers' decisions were quality, brand, price, discount events, past experience, recommendations and other advertising. The investigation was conducted by the same methodology in 2007 and 2013. The results showed that changes in the economic situation in the society, the decline in GDP, the rising unemployment and the stagnating household incomes were of a signifi cant infl uence on consumer behavior (only with a 95% probability) while reducing the importance of quality, brand and surprisingly prices. On the other hand, more importance is given to experience in commodities, alcoholic beverages, tobacco and other recommendations in the selection of recreation and culture. In 2013, there was an observation held whether there is a diff erence in consumer behavior of diff erent household groups formed on the basis of diff erent income level and achieved education level. The investigation showed that the group generated by the income consider the quality factor to be important, an exception is the preference of quality by high-income household groups in commodity education and catering and hotel services. The signifi cance of diff erent levels of education in relation to the price of individual commodities is noticeable. Consumers with primary education level prefer prices for almost all commodities with the exception of education. Similarly, consumers with basic education have a diff erent relationship with the quality. For almost all commodities it is an insignifi cant factor for them. The exception is health. And fi nally, this consumer group stresses the importance of promotional discounts.
